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1.1. Background  
6DPVXQJZKLFKIRXQGHGE\/HH%\XQJFKXOLQLVDZRUOGZLGHWHOHFRPPXQLFDWLRQPDQXIDFWXUHULQ6RXWK
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2.1 Brand Image 
%UDQG,PDJHDFFRUGLQJWR.HOOHU.HOOHUFDQEHGHVFULEHGDQGXQGHUVWRRGDVIROORZV
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 %UDQG3HUVRQDOLW\DQDVVRFLDWLRQLPDJLQHDERXWDEUDQGLIWKHEUDQGSHUVRQDOLW\LVDKXPDQ





DQGFRPSHWLWLRQ WKDWDUHYHU\FRPSOLFDWHG7KHFRPSDQ\QRWRQO\VHWDVLQJOHSULFHEXWVHWWLQJ LQ WKH IRUPRID
VWUXFWXUHSULFLQJVWUXFWXUHWKDWLQFOXGHVGLIIHUHQWLWHPVLQHDFKSURGXFWOLQH7KHLWHPVWKDWFDQEHXVHGIRUPHDVXULQJ
WKHSULFHDUH)DLU3ULFH)L[3ULFH5HOLDEOH3ULFHDQG5HODWLYH3ULFH
2.3 Purchase Decision 
$FFRUGLQJ WR$UPVWURQJ HW DO $PVWURQJ  WKH SXUFKDVHGHFLVLRQPDNLQJSURFHVV LV WKH VWDJHZKHUH WKH
FRQVXPHUDFWXDOO\SXUFKDVHVWKHSURGXFW)RUPHDVXULQJWKHSXUFKDVHGHFLVLRQ$UPVWURQJHWDO$PVWURQJ



















































2.5.2 Data collection Process 
7KHGDWDZHUHJDWKHUHGE\XVLQJTXHVWLRQHUFRPHIURPUHVSRQGHQWV0RVWRIWKHUHVSRQGHQWVDUHORFDWHGLQ
VRXWKSDUWRI%DQGXQJ
2.5.3 Data Analysis 
7KH6366DQGDPXOWLOLQHDUUHJUHVVLRQZHUHXVHGIRUDQDO\VLQJWKHGDWD




































































3.1 Characteristics of Respondents  
7KHGDWDFROOHFWHGIURPWKHRQHKXQGUHGUHVSRQGHQWVZHUHFODVVLILHGLQWRVHYHUDOJURXSDVIROORZV









3.2 The Results 





9DULDEOH 3HDUVRQ&RUUHODWLRQ 57DEOH 5HPDUNV
%UDQG,PDJH !  9DOLG
3URGXFW3ULFH !  9DOLG
3XUFKDVH'HFLVLRQ !  9DOLG
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8QVWDQGDUGL]HG&RHIILFLHQWV 6WDQGDUGL]HG&RHIILFLHQWV W 6LJ
% 6WG(UURU %HWD
&RQVWDQW     
%UDQG,PDJH     
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
7DEOH'HWHUPLQDWLRQFRHIILFLHQW















4.1  Conclusion 
7KHFRQFOXVLRQWKDWFDQEHWDNHQIURPWKLVUHVHDUFKDUHDVIROORZV
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